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S Engaging Residents about
1 17777777 the Community Center

Rapp Strategies is working with the City of Maple
Grove to execute a communications plan that
provides factual and complete information about
the plan to reinvest in the Community Center.

AGENDA
=t —— 1. Importance of communicating as part of
"fMapé%r‘n%E%X%.ehter- good local governance

| 2. Review communications tactics
3. Overview of key messages

4. How can the working group help in communications
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WHEN IT COMES TO LOCAL GOVERNMENT
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A tax people,
A control land use,

A arrest wrongdoers, or
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You need to
communicaté




Why Should the City Engage Residents?

1. Expertise attracts questionity leaders and staff are viewed as
experts of Maple Grove government.

2. Residents to local governments are what customers are to
businessexkand t hey shouldn’t be 1 gnore

3.LF t20Ff 3I20SNYyYSylda R2y Qi 0O2YYdzy;
Unanswered questions lead to confusion, misinformation and rumors.

4. Maple Grove can learn from the guestions it receivé®edback
becomes a critical part of knowing whether city communications
efforts are hitting the mark.
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Why Good Proposals Fall to Obtain Public Support

1) Residents don’t trust city | eade
2) Proposal is created without broad community input

3) Wrong price point

4) Resi dents don’t understand how t
5) Most of the public discussion is about taxes, not benefits

6) City counci | members aren’t vi si

/) Public questions are left unanswered

8) Advocacy Committee doesn’t find




Activities In City Communications

FOUNDATIONAL

. Website
. Newsletters

. Brochure/Fact Sheet

7. Media stories
8. Letters to the editor
9. Social media

10.Videos

. Feedback mechanism 11.Personal meetings

1
2
3
4. FAQ
5
6

. Information at events

12.Legal notices

RESEARCH THAT INFORM
CITY COMMUNICATIONS

ASurveys

ATax incidence study
AUser input

A Community meetings

A Professional assessments

R RAPP STRATEGIES




What successfulocal government

O2YYdzy A Ol UA 2V a

A Transparent Failure to adequately
A Accurate communicate is a
A Consistent failure to serve

O

A Accessible the public.




Two Types of Communication
During a Referendum

INFORMATION

A City leads
A Public dollars

A Inform/engage
residents

A Factual information

T>

ADVOCACY

Citizens lead
Private dollars

Operates independently
From County

Find and turn out Yes
(or No) Voters

No city involvement
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Nine Areas of Focus for City
Communications

1. Vision for the future i
2. The Need i
3. The Process i
4. The Plan i
5. The Benefits i

6. Cost and tax impact
7. Consequences of inaction

8. How to find out more
Information

9. When and where to vote

[ A G @é Q dacthdBnfoSnatiordias governed by M.297A.99
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Overview of Key Messages

I

I

| THE NEED:

i A A total of 650,000 local and regional guests visit the

If you understand these elements of the prOJect | Community Center every year for sports events,
e 2dzQNB NBI Reée 02 lyas |S NJ gdkferendeR, @xipos G Medfeion, which helps support
questions from the public | the local economy.
I
VISION EOR THE EUTURE: A Over the years, the Community Center has been well
: maintained. However, given its age and high level of
A After 25 years of service, the time has come for | use, infrastructure updates and repairs are needed to
Maple Grove residents to decide how to relnvestI modernize the center.

in the Community Center so that it can continue :
to serve our rapidly growing and diversifying
community over the next 25 years.

THE PROCESS:

I
I
A After gathering valuable input from residents anci A In 2018, the city began seeking input from residents
users, the city has developed a letegm planto | about the needs at our Community Center. City leaders
I

expand the Community Center and the services engaged the community about the center through
and programs it supports surveys, an open house and meetings with stakeholders.

A A wide variety of residents and taxpayerfom families,
sgnlo[s ﬁng tegnagers tg ﬂwc groups, businesses, and
city staff—have shared their views and ideas.

I

|

A The goal of the plan is to ensure that the i
Community Center can ser
growing population for many years to come. |
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Overview of Key Messages

THE PLAN: THE COST:

I

I

A The investment plan calls for adding and/or renovating space A The total cost of the project is estimated to be $116M.
throughout the Community Center. ! A The funding will come from three primary sources:

Additional amenities include new swimming pools, more space A $90 million from a local hatfent sales tax over a
for senior programs, updated lockers, and a third sheet of ice%. 20-year period, if approved by voters.

A
A The plan includes important investments in infrastructure, A $18 million in state bonding funds, included in the
A

such as roof repairs and new operating systems. governor's proposal of t

I
I
I
These are services and amenities that residents highlighted : A $8 million from sponsorships, donations and
and users told us they want. | athletic associations.

|

SALES TAX IMPACT:

A A halfcent sales tax ensures that residents and nonresidents share in the cost to reinvest in the Community Center.

A If approved, 55% of the sales tax proceeds will come from nonresidents who use the Community Center and
patronize local businesses, according to research by the University of Minnesota.

A That means nonresidents would contribute about $49.5 million for the project through a sales tax.
A If residents approve the sales take cost per resident would be $3.20 a month, according to the U.

A If the city used a property tax increase, the entire project would be paid for by Maple Grove residents who own or rent
commerci al or residenti al property, rat her than the | ar
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Overview of Key Messages

THE IMPACT: - 21!'¢ LC ¢19 wocCOoOw9hs5)a L
|

A The Community Centerisused by manyof | Al f the sales tax referendun
Maple Grove's 70, 000! r e 8t nfedioiaddregsprgblegsvath the aging Community
become a focal point for people to participate| Center and explore ways to improve operational efficiencies.
in ac_tivities and programs, find supportand | A | f t he sales tax isn’'t a opr
services, and of course, have fun. i various options, including an increase in property taxes, to

A A newly renovated and expanded Community Support a construction proj
Center would ensure the center remains a | Infrastructure.
pillar for our rapidly growing city and region i & The project would not likely include expansion of the
the many years ahead. | building’'s original footopr.i

VOTING INFORMATION:

A The local option haltent sales tax will be decided by voters in a referendum on Nov. 8.

A Early voting begins on Sept. 23.

A That means Maple Grove residents have the final say about whether this investment plan will move forward.
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What Role Can You Play as a
Member of the Working Group?

The Community Center Working Group Is a city tas
F2NODS YR UKSNBF2NB OF

A As an individual, you can join and support an

0 advocacy committee.

ASo |l ong as you don’t wuse

A Regardless of what role you want to play, you can
answer gquestions from the public.

A Refer residents to city informatiosources.

A Inform city staff about the types of questions ymceive.

13



Visit the project website:
GrowingTogetherMapleGrove.org

Follow us on social media:
F11© @MapleGroveMNGov

Dedicated email about the project:
growingtogether@maplegrovemn.gov

Dedicated phone line to provide _ | P
feedback and ask questions about the F=bs E—
Community Center project
7634946519 "

@ O © ©
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